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Abstract 
This paper deals with the analysis of consumer behaviour on the beer market. The main goal is to investigate how consumer 
behaviour differs across distinct age groups (Generation X and Generation Y) and across two European markets (Czech, British). 
The study is based on on-line survey conducted in both countries. The findings indicate the substantial effect of age categories on 
discussed attributes of consumer behaviour (frequency of beer consumption, beer criteria preference, brand loyalty, brand 
switching). This article also attempts to find reasons for brand switching. Namely change in a beer quality (taste) represents key 
issue for this problem. 
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1. Introduction 
This research is going to take place on the beer market of two European countries, i.e. the Czech Republic and 
the UK, which will serve as a ground to conduct the study. Beer industry is highly competitive and concentrated 
with few huge corporations holding the vast majority of the market share. Beer as an alcoholic beverage has been 
brewed for thousands of years, though its form considerably differed from the modern beer (Swinnen, 2011). The 
consumption of beer is generally increasing, with the Czech Republic and the UK being countries with relatively 
high consumption, so-called “drinking nations” (Swinnen, 2011). When it comes to brand loyalty, Czechs appear to 
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be driven by quality and taste of beer (Vinopal, 2004) whereas Britons are influenced more by advertising (Orr, 
2014).  
This paper focuses on searching how consumer behaviour differs across distinct age groups. In order to make the 
comparisons, two age categories were selected. Generation X, people born at the turn of 60’s and 70’s of the last 
century, are known to be highly brand loyal and convinced about their brands (Jennings, 2012), while Millennials 
appear to be the very opposite; born during the last two decades of 20th century and in favour of experimenting and 
instability in terms of sticking to proven brands (Cioletti, 2013).  
2. Literature review 
2.1. Consumer behaviour 
Consumer behaviour is a field of study, which witnesses great attention from marketers. People buy things to 
satisfy various needs every day and make purchase decisions which affect not only themselves, but also their 
families, environment and most importantly, businesses which they buy the goods from. Therefore, it is essential to 
understand the way people buy and reasons for such purchases (Blythe, 2013). Moreover, businesses should be 
aware of the experience consumers get from purchase, which often affect future consumer acting. Thus, building 
customer loyalty is another aspect which should be clearly understood by business and in its importance goes hand 
in hand with understanding consumer behaviour.  
Consumer behaviour is a process when people “select, purchase, use or dispose of a product, services, ideas or 
experiences to satisfy needs and desires” (Solomon, 2013, p. 31). Blackwell, Miniard & Engel (2001) define the 
consumer behaviour as a field of study focusing on consumer activities and analysing simply “why people buy”.  
For this research consumption and post-consumption evaluation is relevant as these have an impact on brand 
loyalty. Consumers may be divided into three clusters according to the level of product consumption; heavy, 
moderate and light users. Simple rule stands here, heavy users display highest level of consumption and are known 
as a primary target market as most of profits comes selling to them and tend to be more loyal, which appears to be 
corroborated by what Geraghty (2007), when conducting a research on Irish alcohol market, found, i.e. people who 
consume beer more often tend to be also more loyal. Light users are quite the opposite and are likely to switch the 
brands more often. Moderate are in the middle of these two.  
2.2. Brand equity 
Brand is “a name, term, sign, symbol, or design, or a combination of them, intended to identify the goods or 
services of one seller or group of sellers and to differentiate them from those of competitors” (American Marketing 
Association, cited by Kotler & Keller, 2012). The very basic purpose of branding is to distinguish products of one 
producer from another’s (Kotler & Keller, 2012). In this process, brand equity is important aspect.  
Aaker & Joachimsthaler (2002) explain brand equity as “the brand assets (or liabilities) linked to a brand’s name 
or symbol that add to […] a product or service” (p. 17). Brand equity is utility added to a product by a brand name 
and is important as a symbol of (1) quality, which is linked to differentiation of a product from competitors and (2) 
consistency, which basically makes people aware of what to expect (Kardes, 1999). In close connection with brand 
equity in terms of the consumers’ perception of a brand stands the brand mantra (slogan). Dahlén & Rosengren 
(2005) consider the brand slogan as a (1) prime brand associations which might affect the brand evaluations in terms 
of consumer’s perception of these associations and as a (2) direct carrier of brand equity symbolizing customers’ 
favour for the product. Here are some examples of beer brands slogans (see Table 1): 
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Table 1. Beer Brand Slogans 
Beer brand Slogan 
Budweiser The King of Beers. 
Coors Light The Coldest Tasting Beer In The World 
Heineken Heineken refreshes the parts other beers cannot reach. 
Bud Light Be yourself and make it a Bud Light. 
Corona Corona. Miles Away From Ordinary. 
Pilsner Urquell Pilsner Urquell. The world's first golden beer. 
Guinness The most natural thing in the world. 
Carlsberg Carlsberg. Probably the best beer in the world. 
Source: Textart.ru 
 
Brand equity consists of four dimensions. Initially, as people tend to decide according to what is familiar to them 
and are dramatically affected by well-known brands in terms of decisions evaluations, brand awareness is important 
aspect (Keller, 2007). Research has shown that only mention of particular brand among people can increase the 
probability of purchase. Secondly, perceived quality provides the reason to buy, differentiates the brand, attracts the 
customers’ interests, is base for higher prices and enhances the customers’ satisfaction during the actual usage 
(Keller, 2007). Perceived quality seems to be important for both generations; Generation X is known to be loyal 
until the brand disappoints them (Jennings, 2012) and Millennials are also very sensitive toward brand failures, 
which results in loss of trust and patronage (Gurău, 2012). In the third instance, brand associations (image) is 
anything what comes to customer’s mind about the brand and is closely connected to the brand management, mainly 
in terms of determining and developing specific associations (Kardes, Cronley, Cline, 2015). Research conducted by 
Porral, Bourgault & Dopico (2013) on the European beer market has shown that all features of brand equity have 
positive consequence on beer consumer behaviour. High beer brand equity prompts higher purchase intention and 
higher willingness to pay premium price for specific brand. The last asset of brand equity is brand loyalty, which 
will be discussed in separate chapter. According to Gurău (2012), all three dimensions mentioned contribute and 
strengthen the brand loyalty as they increase customer satisfaction and provide reasons to buy a product. 
2.3. Characteristics of beer market 
Beer market is known to be “the largest volume alcoholic drink in the world” (Larimo, Marinov & Marinova, 
2006, p. 372). Beer is the most consumed alcoholic beverage in comparison with wine, spirits and other alcoholic 
drinks. In 2007, the value of global beer consumption was around 112 billion euros (Swinnen, 2011). The brewery 
industry was dominated by local breweries in the past (Larimo et al., 2006), however, in the last century it started to 
internationalize and has evolved from domestic market into global market industry (Karrenbrock, 1990). The 
process of internationalization has been continuing until these days, when the beer market concentration, i.e. “the 
degree to which a small number of firms provide a major portion of the industry's total production” is hugely 
affected by mergers between particular brewery companies or shake-outs of small brewers.  
Beer market can be generally described as an oligopolistic market due to small number of dominating firms 
holding large market share and causing substantial barriers to entry. Therefore one can doubt about the nature of the 
beer market in terms of competitiveness (An Empirical Price Analysis of Beer, 2009). Linstead (1989) justifies the 
oligopolistic structure of beer market by following characteristics. The production is concentrated in hands of few 
large breweries, which causes high market concentration due to sequence of horizontal mergers. Also, quite high 
level of vertical integration occurs as firms acquire suppliers and retailers. Consumers do not have strong market 
power and product portfolios are very similar. The competition does not take place in prices, but in the area of 
advertising, promotional activity, style etc. Barriers to entry are high as large breweries are well-established and 
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experience customer loyalty. Finally, brewery companies tend to diversify in other industries, such as catering or 
leisure in order to widen their strategic options.  
One can specify the beer market from product and geographic dimension. Product market is determined by “the 
ease of substitution among products (brands of beer), with those that are in the same market being close substitutes 
and those that are outside being very imperfectly substitutable with those that are inside” (Swinnen, 2011, p. 175). 
Product-market substitution depends on product characteristics, such as alcohol content and type of beer (lager, 
premium, stout etc.). In terms of geographic perspective of beer, it is usually adopted that beer market is 
geographically national. Prevailing type of beer is lager across the globe.  
Beer consumption is affected by various factors; Swinnen (2011) refers to Tremblay & Tremblay (2005) and 
state that consumer’s demand for a beer is affected by price of particular beer, price of substitutes and complements, 
consumer’s income and product’s characteristics (p. 125). The possibility of addiction on beer has also an impact on 
the demand. Many studies have shown that the demand for beer is quite proof against price changes and moreover, 
that consumer’s income has also relatively small effect on demand. When considering demographic factors men 
tend to drink beer more than women and people in age of 18–44 are more likely to find beer popular than people 
over 45. Beer is known to be often drunk among group of friends or other social groups and these usually drink the 
same style of beer. This is likely to affect individual’s preferences and to cause peer effects. Moreover, the 
consumption depends not only on individual himself, but also on the social settings in which the product is 
consumed, specifically by whom else is consumed (Swinnen, 2011). Further, Gao et al. (1997) claims that the taste 
preferences are influenced by household characteristics. Therefore, consumer might tend to change preferences as a 
result of interpersonal contact with friends, peers, family or other people. Beer is interesting case in terms of 
preferences and their potential changes. Experience and past consumption is very powerful aspect here as it together 
with other people’s consumption behaviour and availability determines the preferences. Research conducted in the 
USA among international students has shown that the most important reasons for changes in beer consumption 
habits are change of taste (29%), peer influence (24%), availability (31%), price (10%) and other (6%) (Swinnen, 
2011).  
3. Research Methodology 
3.1. Research approach  
Maylor & Blackmon (2005) introduce two different research approaches which can be used when conducting a 
research, i.e. scientific and ethnographic. Scientific approach will be applied as this research requires the exploration 
of what (brand loyalty or brand switching) and how much (its level and differences between two compared 
generations), Deductive logic connected with quantitative research will be utilized (Saunders, Lewis & Thornhill, 
2012), on which this research will be based as it is intended to collect as much data as possible and then statistically 
analyze them.  
3.2. Research method 
Survey was considered as the best option how to conduct this research. Survey is appropriate when intending to 
gain facts, opinions, behaviour and attitudes from large amount of respondents. It also corresponds with scientific 
approach as usually gives answers to concrete questions (Saunders et al., 2012 and Maylor & Blackmon, 2005).  
Self-completed questionnaire (web-based) was chosen as a research method because of following characteristics. 
It enables to collect data from considerable amount of people in economical way and is also convenient for making 
comparisons. These characteristics contribute to author’s selection the questionnaire as research method.  
3.3. Questionnaire design 
Two versions of questionnaire were formulated, one for the Czech market and the other for the British market. 
The initial questions aim at (1) distinguishing the beer drinkers from non-drinkers and identifying the beer 
consumption, (2) determining the distribution channels where respondents purchase the product and its types, (3) 
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splitting respondents into two groups according to the beer brands they prefer in order to identify the market share of 
particular breweries and their popularity among people.  
Further, influential factors when selecting a beer brand is examined, these are price, brand and reference groups. 
Additionally, influential factors in terms of brand switching are investigated together with exploring the brand 
loyalty itself by rating seven point scales.  
3.4. Sampling design 
This study examines the consumer behaviour of Generation X and Generation Y. The authors of this contribution 
consider these two groups of people suitable to conduct an analysis due to the evidence of distinct behaviour in 
terms of brand loyalty (Greenberg, 2011 cited by Gurău, 2012). According to Howe & Strauss (2000) (cited by 
Gurău, 2012), changes in the macro-environment in time period which people are born in have an impact on their 
purchasing and consumption behaviour. Moreover, it is generally known that Millennials differ from Generation X 
in their “values, characteristics and behaviour” (Gurău, 2012).  
Non-probability sampling was chosen as sampling approach. Quota sampling was considered as the most 
appropriate for this paper. This study focuses on Generation X and Generation Y, both determined by the year of 
birth according to which were divided into two groups. Moreover, each category is required to have sufficient and 
equal representativeness of both categories (Maylor & Blackmon, 2005). In order to achieve unbiased results, the 
authors made an effort to have even number of responses from British as well as Czech representatives of both 
generations.  
3.5. Sample size and structure  
Sample size was 429 respondents. No matter that on-line survey as data collecting method was applied the 
sample has been moderately balanced according to the three key segmentation variables (see Table 2). 
Table 2. Sample Structure According to the Age Groups 
men women 20–35 36–51 CZE UK 
Absolute frequency 214 215 243 186 231 198 
Relative frequency 49.9% 50.1% 56.1% 43.3% 53.8% 46.2% 
3.6. Data analysis  
Data collected from both countries were firstly edited and coded. Then data were analyzed via statistical 
package of IBM SPSS Statistics version 22. For all four discussed questions frequency distribution was counted 
because all questions have been classified as closed ones. All variables obtained from questions were nominal 
(non-metric) so non-parametric tests were used for testing. Chi square statistic was applied to test statistical 
significance (see tables 4, 6, 8 and 10) of the observed association in cross tabulations (see tables 3, 5, 7 and 9). 
It assisted us in determining whether a systematic association exists between two variables. First variable was 
always the attribute of consumer behaviour, second one expressed either age category or country residence. 
4. Research Findings 
As shown in Table 3, all age categories drink beer at least few times per year. The most of Gen Yers claims to 
consume beer once or twice per week or per month, similarly as Gen Xers, but considerable percentage of post 
boomers admit to drink beer every day. 39% of Gen Xers drink beer at least three times per week in comparison of 
21% of Gen Xers who have the same frequency of consumption. Czech consumers belonging to the age category of 
generation X show the highest consumption pattern. 65% of them consume beer at least once a week, 23% of them 
drink beer almost every day. The impact of age category and country residence on frequency of beer consumption is 
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statistically significant (see table 4). When comparing gender in terms of frequency of consumption, men appear to 
drink beer more often than women.  
Table 3. Frequency of Beer Consumption According to the Age Groups and Country Residence 
  Gen Y (CZE) Gen X (CZE) Gen Y (UK) Gen X (UK) 
almost every day 09% 23% 03% 16% 
three to four times per week 18% 23% 11% 13% 
once or twice per week 31% 22% 30% 17% 
once or twice per month 20% 19% 22% 30% 
rarely, a few times per year 17% 11% 26% 21% 
not at all 05% 02% 08% 02% 
Table 4. Significance Tests for Frequency of Beer Consumption 
Furthermore, members from Generation Y consume beer particularly in restaurants and bars, Generation X prefer 
home. Data has also shown that people drink draught beer the most of times. Lager has been proven to be the most 
popular beer type in both countries; in the UK, lager holds nearly 50% of whole market, followed by premium, 
wheat beer and ale. In the Czech Republic, the most consumed beer types are lager, bitter and premium (27%; 23% 
and 11% respectively). 
Table 5 demonstrate pivotal role of brand in beer choice for both examined generations. 81% of Gen Xers and 
72% of Millennials find brand more important than price when they made choice of a beer. The difference between 
age categories is statistically significant on significance level 0.95 (see table 6). The impact of country residence on 
beer criteria preference has not been proved. 
Table 5. Beer Criteria Preference According to the Age Groups and Country Residence 
Gen Y (CZE) Gen X (CZE) Gen Y (UK) Gen X (UK) 
price 31% 19% 25% 18% 
brand 69% 81% 75% 82% 
Table 6. Significance Tests for Beer Criteria Preference 
    Value df Asymp. Sig. (2-sided) 
generations Pearson Chi-Square 4.852 1 0.028 
countries Pearson Chi-Square 0.644 1 0.422 
 
Both generations differ also in terms of switching rate (see table 8). While Generation Y display high switching 
level as vast majority of respondents claim to have no preference and switch several beer brands (30% and 43% 
respectively). Only 4% of Gen Yers drink only one favourite brand (see Table 7). The results for generation Y are 
quite similar for both countries. In contrast, majority of post boomers in the Czech Republic are strongly loyal to 
one brand (see Table 7). Strong affinity to one brand in the Czech Republic in comparison with UK shows 
  Value df Asymp. Sig. (2-sided) 
Age groups Pearson Chi-Square 28.585 5 0.000 
Countries Pearson Chi-Square 16.479 5 0.006 
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statistically significant difference (see Table 8). Consumers in UK are not so strongly loyal to one brand. Just 12% 
of them only drink one favourite beer brand. Majority of British consumers switch between two or three brands. 
Table 7. Willingness to Beer Brand Switch According to the Age Groups and Country Residence 
  Gen Y (CZE) Gen X (CZE) Gen Y (UK) Gen X (UK) 
I do not any preference, I drink several brands. 29% 04% 31% 04% 
I switch between two or three brands. 43% 26% 42% 54% 
I sometimes drink other brands but I prefer my favourite brand. 24% 38% 22% 30% 
I drink my favourite brand only. 04% 32% 04% 12% 
Table 8. Significance Tests for Beer Brand Switch 
    Value df Asymp. Sig. (2-sided) 
generations Pearson Chi-Square 75.652 3 0.000 
countries Pearson Chi-Square 11.234 3 0.011 
 
In order to find out what are the factors which encourage the brand loyalty across both countries and generations, 
respondents were asked to state a reason for brand switching (see Table 9). The results from the Czech Republic 
have shown that for Millennials the trigger for new brand trial is change in quality (taste) of beer (47%) or 
unavailability of a certain brand (30%). Gen Xers would choose different brand for similar reasons, however, certain 
number of older Gen Xers would not change the brand in any circumstances (9%). Advertising for a rival brand is 
not a reason to switch for older generation, Millennials attributed 2% of importance to advertising. Results from 
Czech market more or less correspond with Howaniec study of Polish beer market. Howaniec (2012) has found that 
brand loyalty is driven mainly by high quality of products. Advertising and brand image are the least important 
factors. British Millennials are similarly willing to switch beer brand due to change in quality (taste) (29%), 
unavailability of certain brand (33%) and also advertising plays more important role (15%). Gen Xers would switch 
beer brand due to similar reasons, however, advertising represents only 1% of importance. Significant percentage of 
Generation X would not change brand in any circumstances (22%). This is a huge difference compared to Czech 
Gen Xers’, who would not ever switch the brand from only 9%. Results from the UK goes against Orr’s (2014) 
research which indicated that for Britons advertising is more important aspect than taste, however, according to this 
study it is not what the customer is driven by. Findings partly correspond with Geraghty’s (2007) research, which 
has shown no effect of advertising on brand loyalty. Though advertising does not affect Generation X, it has certain 
impact on Millennials, in particular British. While Czech Gen Yers find determining mainly quality of beer rather 
than advertising, British Millennials consider advertising a bit more important. The diversity in opinions expressed 
by respondents from different age categories and countries has been statistically tested and results confirm the 
substantial impact of those segmentation variables (see tables 10). 
Table 9. Reasons for Brand Switching According to the Country Residence and Age Groups 
  Gen Y (CZE) Gen X (CZE) Gen Y (UK) Gen X (UK) 
Advertisement for rival brand  02% 00% 15% 01% 
Change in price 16% 09% 22% 01% 
Change in quality (taste) 47% 52% 29% 38% 
Unavailability of brand 30% 31% 33% 38% 
No switch in any circumstances 05% 09% 01% 22% 
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All respondents stress the importance of beer brand when they make a purchase decision. Price is not decisive 
factor. Higher price sensitivity is viewed among Millennials. Intergenerational differences for beer criteria 
preference has been confirmed while country impact has not been proved.  
Brand loyalty (or brand switching) has been investigated through the attitude toward several situations (new beer 
types and brands trials, purchase of different brand in case of unavailability of favourite one and conservative 
attitude in beer brand selection), where Britons appeared to be moderately less loyal intense compared to the 
Czechs. Both generations adopted an extreme stance in all four statements, i.e. Millennials would very likely try 
new beer types and brands, Gen Xers not at all. In contrast, Generation X has very conservative attitude and very 
likely would not buy a different brand, Millennials are not conservative at all and would not hesitate to switch their 
favourite brand in case of its unavailability. Czech Generation X expressed substantially higher loyalty to favourite 
beer brand than British one. The contrast between British and Czech Generation Y has not been so visible.  
The most determining factor of loyalty on both markets within both generations is quality (taste) of beer. This 
result does not support the findings from American market collected among international students (Swinnen, 2011) 
where unavailability of brand has been a pivotal factor for disrupting loyalty. The role of advertising was considered 
to cause the difference in loyalty between Czech and British Millennials, as British turned out to be more influenced 
by advertising than Czechs. Perceived impact of advertising on loyalty in UK is in contrast with conclusion of 
Geraghty’s study (2007). Analysis has also shown that Britons’ beer brand loyalty does not differ in different places 
of consumption. On the contrary, Czech people displayed higher level of loyalty when consuming at home in 
comparison with restaurants or bars. 
There are some limitations of the study that bear mention. Firstly, knowledge of brand loyalty is not based on 
actual buying behaviour identified via panel but reflects the declared loyalty of each respondent (see table 7). There 
was not applied control mechanism whether perceived willingness to beer brand switch fully answers real behaviour 
in the purchasing situations. Secondly, impact of the advertising on brand loyalty was studied generally although the 
role of social media as one of the communication tools for building strong brand is probably more stressed by 
Generation Y. Finally, consumer behaviour on the beer market including loyalty has not been searched across 
particular brands. There are numerous studies that are interested in that issue. Ehrenberg et al. (1990) holds that 
large brands receive more loyalty, while small brands receive less (double jeopardy effect). Bannelis et al (2013) 
adds that consumer loyalty is related to purchase incidence – heavy buyers of a category buy more brands, 
consequently are less loyal to any particular brand. The analysis of role for particular beer brands gives a potential 
for future research. 
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    Value df Asymp. Sig. (2-sided) 
Age groups Pearson Chi-Square 22.469 4 0.000 
Countries Pearson Chi-Square 15.534 4 0.000 
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